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and qualities. The marketing co-operative must in this
connection be able to compete as regards both the care
devoted to this operation and the expenditure which it
demands. But up till now, the co-operative societies have
not been able to go in most cases as far as is needed, or
even as far as their attempts would indicate, although
they already understand that it is a fundamental condition
of the success of their activity. But their task is in many
ways more difficult than that of the trader. For one thing,
they have to accept any goods which are offered to them,
otherwise they run the risk of annoying their members
if they act too rigidly in the matter of quality. It follows
that they are unable to do their duty as far as quality is
concerned without causing friction, at least unless they
have already well educated their members and unless the
latter understand that any severity is ultimately in their
own interests. This is the only way in which they can
oblige their members to undertake to satisfy in produc-
tion itself those imperative conditions which the market
imposes in the matter of quality—demands which they in
turn transmit to their members. But in those cases where
such results have not yet been obtained, or where it is
difficult to compete with private trade in this respect, it
will be impossible to establish direct relations. Hence
the following formula: the standard of quality achieved
by the members in production and by the co-operatives in
marketing, decides whether or not it is possible to sell
direct; when the conditions indicated are not yet fulfilled,
the claim to establish a direct understanding is at least
prem^fure.
Another function of commerce is t» pay an advance
price to the producer which is afterwards collected from
the consumer, thus providing the financial basis for the
circulation of goods.
This is more especially the role of commerce where
agricultural products are concerned. In so far as the
marketing societies have not the same capital resources
as private trade, they are unable to assume in the same
degree the finance of marketing, and consequently they

